This study aims to determine the effect of environmental knowledge and green advertising on environmental attitudes and green purchase intention, and the effect of environmental attitude toward green purchase intention of Starbucks consumer in Mataram City. The research method used is quantitative with causal associative approach. Data collection using questionnaires distributed to 170 Starbucks consumers in Lombok Epicentrum Mall with convenience sampling technique. Analysis method used Path analysis. The research findings show that environmental knowledge and green advertising have a positive and significant effect on environmental attitude and green purchase intention; and environmental attitude have a positive and significant effect on green purchase intention. Increased public awareness of environmental knowledge and positive attitudes increases the chance of Starbucks to create environmentally-based products.
The company has contributed to fulfilling the green needs of consumers with more environmental responsibility, seen through eco-friendly manufacturing processes and green promotions (D' Souza & Taghian, 2005) . Green advertising used by marketers to implement promotional activities as an effort to attract the public attention to be more aware of the go green activities. Green advertising helps companies to disseminate information and knowledge to consumers who are not conscious of eco-friendly products and features (Ahuja, 2015) . Ginting and Ekawati (2016) states that an environmentally conscious person tends to buy and use eco-friendly products. Its based on factors such as knowledge of the environment, attitudes that view the importance of the environment as well as advertisements about eco-friendly products. Instead, Leonidou et al. (2010) states that a person with an environmental attitude can act in an eco-friendly manner and does not have to engage in green purchasing behavior. With the phenomenon has described and there are inconsistent results of research related the influence of environmental knowledge, green advertising and environmental attitudes toward green purchase intention, it is necessary to conduct further research using Starbucks consumer in Mataram City.
LITERATURE REVIEW
Consumer Attitude. Theory of reasoned action (TRA) proposed by Azjen and Fishbein (1980) , states that if the person can decide at will to perform or not perform the behavior depend on the intention possessed by that person. Azjen and Fishbein (1980) suggested that intentions to perform or not to do certain behaviors is influenced by two basic determinants, the first relates to attitudes (attitude toward behavior) and the other related to social influences ie subjective norms. Theory of Planned Behavior (TPB) is a further development of the Theory of reasoned action (TRA) proposed by Azjen and Fishbein (1991) by adding constructs not yet in the TRA i.e perceived behavioral control. TPB is used to explain and predict both behavioral intentions and actual behavior, and is often used in various research on behavior. Usually TPB is used as an intervening variable to explain a person's intention which then explains the person's behavior.
The current study uses Theory of Reasoned Action as an theoretical basis for explaining the theoretical framework used in this study consisting of environmental knowledge, green advertising and environmental attitudes to explain behavioral intention purchase of green products.
Environmental Knowledge. Knowledge is information that is known or realized by someone who is stored in memory. Knowledge is a relevant and important construct that affects how consumers collect and organize information on how much information is used for decision making and how consumers evaluate products and services (Syahbandi, 2012) . Knowledge of the environment is the level of public understanding as a potential consumer of green products on issues of long-term health and welfare importance, including issues relating to the negative impacts of harmful chemicals, pollutants, greenhouse gases, packaging product recycling, and other issues potentially affecting positive attitudes toward green products (Ali et al., 2011; Haryanto & Budiman, 2014) . While Chen (2013) explains that environmental knowledge is understood as a series of ecological knowledge held by a person related to environmental topics, such as what can be done to help protect the environment by committing to their behavior to purchase green products (Lee, 2010 ) .
According to research conducted by Gan et al., (cited by Chen, 2013) , environmental knowledge develops in two forms, namely the consumer must be educated to be able to understand the impact of a product on the environment and consumer knowledge in the product itself is produced in an eco-friendly manner. According to Julina (2013) , knowledge of environmental issues can affect one's attitude. Barber et al., (2010) revealed that one of the functions of environmental knowledge is to help maintain a strong environmental stance. Research conducted by Noor et al. (2012) found that environmental knowledge positively affects attitudes. While research conducted by Aman et al. (2012) reject the influence of environmental knowledge on attitudes. In a study by Levine and Strube (2012) found that environmental knowledge was not significantly related to attitudes.
Environmental knowledge not only affect one's attitude toward the environment, such as research conducted by Aman et al. (2012) found an influence between environmental knowledge on green purchase intentions or eco-friendly products. Similarly, the results of a study by Mei et al., (2012) which shows that environmental knowledge affects the intention to buy eco-friendly products to consumers. However, these results are in contrast to research conducted by Henning and Karlsson (2011) who rejected the hypothesis that there is a positive influence between environmental knowledge on the intention to buy eco-friendly products.
H 1 : Environmental knowledge has a positive and significant effect on environmental attitude.
H 2 : Environmental knowledge has a positive and significant effect on green purchase intention.
Green Advertising. According to Tjiptono (2005) , advertising is one of the most widely used promotional forms of enterprise in the form of indirect communication based on information about the superiority of a product, arranged in such a way that gives rise to a sense of fun that will change a person's mind to make a purchase. Advertising is aimed at influencing affection and consumer cognition, evaluation, feelings, knowledge, meaning, beliefs, attitudes, and images related to products and brands (Peter & Olson, 2000) . Marketing communication through advertising promotion activities is one strategy in introducing or explaining the marketed products. Environmental advertisment or can be referred to as green advertising provides information about eco-friendly products from a product or service in order to attract consumers to buy or use products that are friendly to the environment (Prastiyo, 2016 ). Consumers will be willing to pay more for green products, so to take advantage of these emerging opportunities, advertisers need to improve their understanding of how consumers respond to environmental advertising claims. Such an understanding will give advertisers valuable insights to improve the effectiveness of their communications in environmental advertisements (Chan, 2004) .
Advertising is used by the company as an indirect communication that provides information about the benefits of a product so it can cause a person's desire to make a purchase. Research conducted by Delafrooz et al. (2014) found that green advertising is an action to influence consumer attitudes to buy environmentally friendly products and by encouraging them to buy products that do not harm the environment. Green advertising not only affects consumer attitudes toward the environment, research by Zhu (2013) finds that the credibility of claims in green advertisements has an important role in influencing consumer purchase intentions of green products. It is also supported by research conducted by Ahmad et al. (2010) which shows that environmental advertising has an impact on consumer purchase intention to green product. While Rahbar and Wahid (2011) found that green advertising helps consumers make purchasing decisions, but does not affect consumer behavior in purchasing green products.
H 3 : Green advertising has a positive and significant effect on environmental attitude. H 4 : Green advertising has a positive and significant effect on green purchase intention. Environmental Attitude. Attitudes usually have a major role in shaping behavior that is the result of previous experience (Engel et al., 1994) . Attitude is an expression of feelings of likes or dislikes from someone who can be reflected on a particular object (Rini et al., 2017) . According to Lee (2009) , environmental attitude is a cognitive assessment of the value of environmental protection. Environmental attitude is a tendency that occurs to a person who can be formed or studied when responding consistently to environmental circumstances in the form of likes (positive) or dislike (negative) based on three things, i.e: perception and knowledge about the problems of the environment (a component of cognitive ), feelings or emotions that appear to the environment (an affective component), and a tendency to behave or act on the environment (a conative component) (Sumarsono & Giyatno, 2012) . Research conducted by Paco and Raposo (2009) in Portugal revealed that consumers understand about the environment, support policies to improve the environment, although their concerns do not turn into an action.
Green Purchase Intention. Before a person takes action using a product or service, there is an inherent mental activity known as intention. According to Junaidi (cited by Laksmi & Wardana, 2015) , purchase intentions are consumer attitudes towards products that are composed of consumer confidence in the brand and brand evaluation, so comes the intention to buy. Consumers should have a prior desire for a product before deciding to actually buy the product. Green purchase intention in research by Karatu & Mat (2014) is described as the possibility and willingness of individuals to give preference to brand products / services that have environmentally-friendly characteristics in their purchasing decisions. While Rashid (2009) defines green buying intentions as the probability and willingness of a person to give preference to green products over conventional products in consideration of their purchase. However, research conducted by Morel and Kwakye (2012) states that not fully attitudes affect the intention of buying environmentally friendly products. Someone with environmental attitudes can act in a way that is friendly to the environment, but does not have to engage in green purchasing behavior, which is the result of the development of green attitudes (Leonidou et al., 2010 ).
H 5 : Environmental attitude has a positive and significant effect on green purchase intention.
METHODS OF RESEARCH
The method of this study used is quantitative that is causal associative, it aims to know the influence between variables: environmental knowledge, green advertising and environmental attitude toward green purchase intention. Before hypothesis testing, validity and reliability testing of the research instrument was performed. Validity test is used to measure validity or invalidity of a questionnaire (Ghozali, 2005) and reliability test used to measure reliabel or not the research instrument. The validity of this study was measured by Corrected Item-Total Correlation, an acceptable value being ≥ 0.3 (Pallant, 2005 Normality test is used to test whether the regression model has a normal distribution or not (Ghozali, 2013) . In this study, the normality test using Kolmogorov-Smirnov (1-sample K-S) with decision making when p-value> 0.05, then the data is normally distributed (Ghozali, 2013) . Based on the normality test using Kolmogorov-Smirnov (1-sample K-S) obtained the following results: The results of this study showed that environmental knowledge has a positive and significant effect on environmental attitude, which means hypothesis 1 is accepted. The results showed that environmental knowledge significantly and positively affected on green purchase intention, which means hypothesis 2 is accepted. The results show that the consumer's environmental knowledge can increase their green purchase intentions. The current findings support the results study conducted by Aman et al. (2012) that there is an influence or relationship between environmental knowledge to green purchase intention. Information on environmental issues and the importance of environmental sustainability of consumers have an effect on consumer purchase behavior. Consumers have an interest in products that do not have a negative impact on the environment, so consumers have the intention to make purchases of products that are eco-friendly.
The results showed that green advertising has a positive and significant on environmental attitude, whisch means hypothesis 3 is accepted. The results show that green advertising has the potential to influence consumer awareness to choose and use green products. The results of this study are in line with Delafrooz et al. (2014) that green advertising have a significant effect on consumer purchase behavior. Through green advertising, Starbucks provides information to its consumers about its eco-friendly products and programs so that consumers can know that Starbucks is a company that supports ecofriendly.
The result showed that green advertising significant and positive effect toward green purchase intention at Starbuck, Lombok Epicentrum Mall. Hence hypothesis 4 is accepted. These results suggest that green advertising positively affects green purchase intentions. In line with the results of a study by Zhu (2013) , that the credibility of claims in green advertising has an important role in influencing consumer purchase intentions of green products. The strong intention of consumers to use green products is a positive attitude toward green advertising. Starbucks engages in advertising by linking products offered to the environment, lifestyle, and company image that care about the environment. Starbucks uses advertisers to inform consumers, persuade, and remind customers that Starbucks invites them to engage in Starbucks environmental actions or environmental protection programs so that consumers will have the intention of buying that will ultimately be motivated to make a purchase decision.
The results of this study indicated that environmental attitude significant and positive effect toward green purchase intention, then hypothesis 5 is accepted. The results of this study indicate that the more consumers have a pro-environment attitude then the greater the intention of consumers to buy eco-friendly products. This finding is in line with study conducted by Aman et al. (2012) and Lee (2009) that there is a positive relationship between attitudes toward the environment and green purchase intentions. Consumer attitudes towards the environment very positively. Consumers begin to feel the existence of a need for eco-friendly products so that consumers trying to find information about products that are eco-friendly. Once the information is gathered, it will face a variety of alternative products that claim eco-friendly choices so that individuals must identify and evaluate alternative choices to avoid the risk of errors in the purchase. After an evaluation of the product, appear green purchase intentions as a form of konative plan or the desire of consumers to obtain products that are eco-friendly. In accordance with Peter and Olson (2013) that attitude is a thorough evaluation of a person on a concept. From the results of these evaluations will appear intention to make a purchase product. The comparison of indirect effect of environmental knowledge to green purchase intention through environmental attitude is obtained result 0,362 (<0,833) bigger than result of direct influence of environmental knowledge to green purchase intention so it can be stated that environmental attitude function not fully in mediate. This means that environmental knowledge is able to significantly affect green purchase intention without going through an environmental attitude. The consumer's knowledge of the environment helps the consumer's thinking process to become a belief in shaping and expressing their attitudes toward the environment. The expressions of these respondents concerns arise because they feel they need to protect the environment from damage, as revealed by Chen and Chai (2010) have pointed out that environmental attitudes are rooted in ones selfconcept and the extent to which an individual sees itself as part of the environment. Consumers' positive attitude toward the environment is then expressed in their consumption behavior. In consumption behavior, before they decide which products will be purchased consumers will have the intention first. As a form of their experiments on their environmental knowledge and high environmental attitudes, consumers will be more concerned with products that have eco-friendly claims compared to conventional products. Rashid (2009) defines green purchase intentions as the probability and willingness of a person to preference for green products over conventional products in consideration of their purchase. The findings of this study are also supported by Noor et al. (2012) who also get the result that a deep level of knowledge can affect a persons attitude, it will also have an impact on the purchasing intention.
The comparison of indirect effect of green advertising on green purchase intention through environmental attitude obtained result 0,240 (<0,584) bigger than result of direct influence of green advertising to green purchase intention so that can be stated that environmental attitude function not full mediate. This means that green advertising can significantly affect green purchase intention without going through environmental attitude. Advertising that contain environmental claims convey their message more deeply by discussing the relationship between products and the environment (Leonidou, Leonidou, Palihawadana, & Hultman, 2011) , so that will affect the environmental attitudes of consumers in terms of affective advertising makes consumers evaluate information and express it positively that eco-friendly is essential to survival; and in terms of konative that advertising have an effect on consumers, they will take action that can protect the environment from damage. The environmental attitudes of the consumer also have an impact on green purchase intention. Green advertising affects consumers in terms of affective, so consumers assume important preservation of the environment and will bring the intention to buy products that are eco-friendly.
CONCLUSION
The theoretical implications of this study are that environmental knowledge and green advertising can positively and significantly affect environmental attitudes and green purchase intentions, as well as environmental attitudes can positively and significantly affect the intention of purchasing eco-friendly products from Starbucks. These findings also reinforce previous studies using Theory of Reasoned Action by Azjen and Fishbein (1980) , where attitudes do have a degree of mediating effect on the relationship between environmental knowledge and green advertising on green buying intentions. In the current study, environmental attitudes are found to mediate the relationship between environmental knowledge and green advertising to green purchase intentions among Starbucks consumers of Mataram city.
Managerial implications in this study are useful for the company to deepen the importance of environmental knowledge owned by consumers and green advertisements in determining the attitude and intention to buy green products. Consumers have a positive knowledge and attitude towards the environment, shown by the knowledge of how to preserve the environment in daily activities which then leads to a positive attitude to the environment in doing things that can protect the environment. Mataram community knowledge about Starbucks that supports environmental friendliness and products and programs from Starbuck is still low. Starbucks has earth day programs and earth-saving events by providing discounts to tumbler users on specific dates of each month. In addition to these programs, companies should organize events that are directly related to the theme of the environment such as planting tree activities, holding seminars that educate the public and for consumers to be more aware of the existence of Starbucks products that support environmental friendliness. With the implementation of events related to the company's environment can also make consumer confidence increases.
The suggestion of this study is the high environmental knowledge and positive environmental attitude from consumers can be segmentation for Starbucks. Starbucks needs to give consumers more insight into the knowledge related to the dangers of using plastics and recycled products. This has been done by Starbucks through the green movement on the importance of environmental protection through small things like recycling and reducing the use of plastics for life. Companies should be continued to intensively green advertising, not only through social media but also try to use mass media such as newspapers and the use of brochures and pamphlets. If only doing advertising through social media then only the younger generation who hit the target. For academics: future studies can investigate companies and other products that have eco-friendly claims. Researchers can then consider other variables related to green purchase intentions such as price, trust for eco-friendly products, corporate social responsibility (CSR) to the environment, adding moderate variables such as gender, and can do research using Theory of Reasoned Action (TRA) and Theory of Planned Behavior (TPB) toward green purchase intentions.
The limitation of this study is the short period of observation and only limited to environmental knowledge, green advertising and environmental attitude toward green purchase intention in the future is expected to be able to study and expand the scope of its research by considering other factors that can affect green purchase intention. The scope of this study is very limited and is only done to visitors of Lombok Epicentrum Mall, so the results of this study can not generalized to other consumers in a wider area. The research is only done on Starbucks products, not on green products in general or comparing existing green products with others. This data of study is taken in a certain time (cross section), is expected in the future can use time series data to produce better research.
